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-CHAPTER I
INTRODUCTIO
Background and Setting
The Oklahoma Food and Agricultural Products Re earch and Technology Center,
commonly referred to as the Center, was built in the mid-1990's, dedicated in late 1996,
and staffed in 1997-98. The development of the Center was a result of the perceived
future direction of agriculture in Oklahoma. It was apparent that a large share of
Oklahoma's future growth in agriculture would come from processing or otherwise
adding value to agricultural commodities. The state's agricultural leaders, policy makers,
and Oklahoma State University faculty decided to build a Center for excellence in food
processing (Hunt, 1998).
The mission of the Center is to generate and disseminate, through ducational
programs and technical and business assi tance, information that will timulat and
upport value-added food and agricultural products proces ing in Oklahoma (Hunt,
1998). The Center's over-arching goal is to assist producer, proce sor . and
entrepreneurs in adding value to food and agricultural products proce ing indu trie In
Oklahoma in order to help develop successful value-added enterprises. Therefore, the
Center was developed to help bring products, jobs and dollars back to Oklahoma. The
Center offers business and marketing assistance, microbiological testing ervice and
consulting, sensory testing. access to state-of-the-art pilot p.lant facilities. and continuing
education for industry.
At the time thi study wa conduct d the Center had b en in p ration for three
years. During that period, Center staff and faculty had ompleted 6) project with
Oklahoma food proces ors and over L12 projects were continuing (Annual Report 1999).
The first Strategic Plan for the Center had been completed. Therefore, the Center began
to focus on the implementation of its goals. One short-term goal was to develop a
feedback system to monitor performance and achievements through evaluation activities.
Specifically stated under this goal was to acquire survey in truments that provided
evaluative feedback. A long-term goal was to establish a culture that embraced the
philosophy of continuous improvement in all areas of conduct, performance, and
achievement throughout the Center (Annual Report, 1999).
Continual improvement and developing a feedback assessment system were
indicators of the Center's interest in and responsiveness to their customers. These goals
make an important statement about the desire of the Center to deliver services in a
manner that is satisfying to customers. They imply that the Center is concerned with the
services that it provides and wants to insure that it i accomplishing the original roi i n.
With these i sues in mind, the need for asse sing customer sati faction i important in
helping the Center to reach its goals.
Goals of the Center were as follows (Annual Report, 1999):
Short Term Goals nd Action Plans
1. Provide technical <L<;sistance to Oklahoma value-added agriculture processing
and production.
2. Establish partnerships with industry to determine their short-term research
needs.
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3. To develop a eamJe communication network with pr ce r in identifying
future needs with existing re ource provider in order to prioritize projects on
the ba is of fund and re ource allocation that will 1 ad to the gr ate t benefit .
4. Develop outreach educational program that address and meet customer
needs.
5. Develop long range research and outreach programs.
6. Develop a feedback assessment system to monitor the Center's performance
and achievements.
7. Continue to improve the facility, support staff. equipment toward meeting
Center needs.
Long Term Goals
1. Establish a culture that embraces the philosophy of continuous improvement
in all areas of conduct, performance, and achievement throughout the nter.
2. Catalyze the development of a value-added, consumer focused production and
processing industry for Oklahoma that reduce the state' expo ure to
commodity instability and pricing.
3. Achieve and maintain a level of Center ExceJlence that results in the national
and international recognition for research and outreach programs.
Statement of the Problem
Currently the Center does not have a method for evaluating the research and
technical assistance it provides. No formal measure of the Center's services has been
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conducted. In order for the Center to meet it long-t nn objective of continual
improvement, the organization must look to the customer to determine it trengths and
weaknesses in providing high quality ervices in order to allow for better bu ine s
decisions.
This study was based upon grounded theory of customer s~tisfaction and quality
as every customer was asked to define each. The customers' responses were compiled to
fonn a definition that reflected how customer satisfaction was defined with the Center's
services. The Center will be able to use this in making decisions about the services that it
provides.
As a result of this study the Center will have a model from which they can
continue to measure customer satisfaction. An interview schedule has been developed
and was made available for immediate application. By having this customer satisfaction
measurement tool it will allow the Center to make better business decisions and provide
its customers with improved service.
Statement of Purpose
The purpose of this study was to evaluate selected customers' satisfaction and the
overall impact and effectiveness of technical assistance provided to the Oklahoma food
and agricultural products industry.
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Objectiv
The objectives of this study were to:
I. Describe customer satisfaction with Center services.
2. Describe the effectiveness of service delivered through the Center as
perceived by customers.
3. Describe the overall outcome on customers' businesses as a result of the
services provided by the Center.
Scope of the Study
The findings of this study are only generalizable to the selected population of
Center customers that met the same criteria as those selected by Center personnel.
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CHAPTER II
REVIEW OF LITERATURE
Introduction
The literature review is a synthesis and analysis of empirical and theoretical
research that directly relates to the objectives of this study, which were to (a) evaluate
customer satisfaction with Center services, (b) evaluate the effectiveness of service
delivered through the Center, and (c) evaluate the overall impact of services provided by
the Center.
Theoretical Framework
There has been a significant quality improvement movement over the pa t several
decades. This movement began in response to the Japane e industrial quality movement.
The movement became apparent in the United States during the 1980' . At this time
Americans realized that the Japanese were beginning to economically out do the United
States. The movement was initially focused on the product indu try, and in th last ten
years it has gained significant importance in service industrie (Dobyns, 1994).
William Edwards Deming was a worl<4-recognized leader in the quality
movement. He was generally credited with the post-war introduction of quality concept
(0 Japan. In 1980 his methods were introduced to Americans on a NBC telecast titled, "If
Japan Can.....Why Can't We?" Deming's message in this telecast was a wake up call for
American industry (Bowles, 1994).
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Deming' theory took a holi tic approach to quality and manag ment. H b lieved
that improvements in quality and management led to improvement in productivity,
which in tum lead to lower prices, greater market share, and future growth potential
(Broedling, 1997).
Deming's theory was based on management principles identified a t.he "fourteen
points", "seven deadly diseases", and "obstacles" with a major focus on relating to the
"customer" (Walton, 1986). The most crucial of the three are the fourteen points.
Deming wrote, "the fourteen points are the basis for transformation of American industry.
It will not suffice merely to solve problems, big or little. Adoption and action on the 14
points are a signal that the management intend to stay in husine s and aim to protect
investors and jobs" (Deming, 1986, p. 23). The fourteen points can be applied to .any
organization regardless of its size or type. The following list details the fourteen points:
1. Create constancy of purpose toward improvement of product and service, with the
aim to become competitive and to stay in business and provide job.
2. Adopt the new philosophy. We are in a new economic age. W tern management
must awaken to the challenge, must learn their responsibilitie . and take on leadership
for change.
3. Cease dependence on inspection to achieve quality. Eliminating the need for
inspection on a mass basis by building quality into the new product in the first place.
4. End the practice of awarding business on the basis of price tag. In tead, minimize
total cost. Move [award a single supplier for anyone item, on a long-term
relationship of loyalty and trust.
7
5. Improve con tantly and forever the y tem of pr du tion and rvi to improv
quality and productivity, and thu con tantly decrease cost.
6. Institute training on the job.
7. Institute leadership. The aim of supervision should be to help p ople, machine , and
gadgets to do a better job. Supervision of management is in need of an overbaul, as
well as supervision of production workers.
8. Drive out fear, so that everyone may work effectively for the company.
9. Break down barriers between departments. People in research, design, sale, and
production must work as a team, to foresee problems of production and consumer use
that may be encountered with the product or service.
10. Eliminate slogans, exhortations, and targets for the work force asking zero defects
and new levels of productivity. Such exhortations only create adversarial
relationships, as the bulk of the causes of low quality and low productivity belong to
the system and thus lie beyond the power of the work force.
11 a. Eliminate work standards (quotas) on the factory floor. Substitute leadership.
b. Eliminate management by objective. Eliminate management by number,
numerical goals. Substitute leadership.
12 a. Remove barriers that rob the hourly worker of his right to pride of workmanship.
The responsibility of supervisors must be changed from sheer numbers to quality.
b. Remove barriers that rob people in management and in engineering of their right to
pride of workmanship. This means, inter alia, abolishment of the annual or merit
rating and of management by objective.
13. Institute a vigorous program of education and self-improvement.
8
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14. Put everybody in the company to work to accompli h the u'an f rm ti n. Th
transfonnatioD is everybody' job.
Only people, not hardware, can accompli h tran formation of th points.
Furthermore, Deming implicitly stated that it is management' re pon ibility to put the 14
points into action. A company cannot buy its way into quality (Deming, 1986).
Deming's theory is about a process, the whole system and absolutely knowing
your business (Taunnan, 1999). Yilmaz (1997) coined it is a management philosophy that
is to be accepted as a way of life, as well as a way of doing busine s. The Deming
method takes years to implement because it is a philosophy, not a technique. It i a
system of thinking about systems (Dobyns, 1994). Each system within the system must
be focused on for the entire system to improve. Deming identified the outcome of these
systems as being so important that he focused his attention on the proce s, the means by
which the end results will be improved. Simply put, every outcome i the re ult of on or
more processes within the system (Wright, 1997).
The main idea of Deming's theory is that one can't consider each proces
complete in itself, but one should look at the system as a whole, and the sy. tern must
include not only the process but also uppliers and customers. Customer's likes and
dislikes, wishes and desires, have to be monitored and fed back into a system so that the
ystem can continually improve, always delighting customers with re ults that exceed
their expectations. People using the Deming management sy tern not only look outward
toward the customer; they bring the customer into the system (Dobyns, 1994). The
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-customer is brought into the y tern by finding out their wan and n d. The e wan
and needs are then put into the y tern for improvement.
Deming's theory focuses on the customer. It provide a vi ion that focu e each
member of the firm on improving customer service (Fredendall, 1995). Deming said that
the consumer is the most important part of the production process. Without someone to
purchase the product or service, the company may as well not exist. Therefore, the ability
to please the customer should be top priority for hiring and training of employees
(Deming, 1986).
Quality should be aimed at customer needs, present and future. Thi i important
in retaining the customer. It will not suffice to have customers that are merely satisfied.
Customers that are unhappy as well as those who are merely satisfied will switch
products or services. It is essential to keep all customers satisfied in order to keep them
returning for repeat business.
Deming (1986) further explained that improvement in quality i the re pon ibility
of the management. He taught that management-and-management alone - i r pan ible
for quality; employees can only be re ponsible for the part of the overall job that they are
given (Anonymous, 1997). In order for management to accompli h overall improvement
in quality they must accept Deming's philosophy as a new way of doing busine s.
Deming's theory implied that it is essential to measure customer sati faction, as
he stated that the customer's likes and dislikes must be monitored and feed them back
into the system to create a high quality environment. Therefore, it is important for the
Center to incorporate Deming's theory and his fourteen points to achieve excellence in
quality. which will in turn create an environment of cu tomer satisfaction.
10
-Cu tomer Sati .etiOH
Customer satisfaction has been defined by many people in variou way . The
following are some examples:
Juran (1991): Customer satisfaction is the re ult achieved when ervice or product
features respond to customer needs.
Brown & Swartz (1989): Customer satisfaction occur when the outcome of a
product or service delivery meets or exceeds customer expectation.
Vavra (1997): Customer satisfaction can be defined in two ways: either as an
outcome or as a process. The outcome defmition is characterized by sati faction
as the end-state resulting from the consumption experience. When sati faction is
viewed as a process its interpretation emphasizes the perceptual. evaluative, and
psychological processes that contribute to satisfaction.
Anton (1997): Customer satisfaction is a state of mind that a customer has about a
company when their expectations have been met or exceeded over the lifetime of
a product or service.
NPC Benchmarking (1999): Customer satisfaction is the comparison of the
customer's perceptions of goods and services offered by a specific business unit
against competing product and service in the arne market.
These definitions seem to be fairly consistent. From these definitions it can b
aid that customer satisfaction is the customer's perception of the extent to which his/her
expectations have been met or exceeded by the actual services or products received from
a consumption experience. Accordingly, if a customer of the Center perceives that their
expectations have been met or exceeded a a result of their interaction with the Center
then the person is a satisfied customer.
Because satisfaction is defined in terms of the customer , all satisfaction
improvement projects must start by defining what customer want. This can begin once
the customers have been identified. The proces that determines ati faction and
11
-dissatisfaction begins with the xpectation that cu tomers ha wh n making a
purchasing decision. When the cu tomer u e the product or rei the service and
experiences how well it performs, either the expectation are exceeded 1 ading to a high
level of satisfaction; or the expectations are not met and result in di ati faction (Oliver,
1981).
Definitions regarding customer satisfaction have several level of pecificity.
Various levels of specificity in the case of this study include: satisfaction with an
institution, satisfaction with a performance attribute, satisfaction with the end product,
satisfaction with a pre-purchase experience, and satisfaction with a purcha e decision
experience Vavra, 1997).
Marketing wisdom suggests that customer satisfaction is crucial to repeat business
tMarcure, 1999). The achievement of customer satisfaction leads to company loyalty and
product repurchase. Customer satisfaction measurement must include under tanding the
gap between customer expectations and attribute performance perception. Brown (1998)
tated that there should be some connection between cu tomer satisfaction measurement
and bottom line re ults.
Satisfied customers are not necessarily loyal customers - only completely
satisfied customers repurchase. Satisfaction i compo 'ed of 30% product and 70% service
mix according to the American Customer Satisfaction Index. Satisfaction is made up of
three equally essential elements: importance, expectation, and performance. However,
according to experts, performance may be the least significant factor in satisfying
customers (Loomis, 1999).
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-The" ati faction" part of cu tomer ati faction can r fi r to dif6 r ntar a of the
relationship with the customer. Some of the different ar: as include ati faction with th
quality of a product or ervice, satisfaction with an ongoing bu ine relation hip
satisfaction with the price/performance ratio of a product or ervice, and sati faction
because a productJservice met a customer's expectation (Brown, 1998). In thi particular
study the researcher focused on satisfaction with the quality of a service, an ongoing
business relationship, and a customer's expectations being met.
Importance of Customer Satisfaction Measurement
Customer satisfaction assessment is now widely recognized as a vital input to any
strategy for customer focused business improvement (Jones, 1996). A good definition
and understanding of customer satisfaction can help any company or organization
identify opportunities for product and service innovation. It can also erve as a ba is for
performance appraisal and reward systems (Brown, j 998). In the context of the enter
this would refer to rewarding faculty for Cll tomer ati faction rather than for the number
of publications they achieve in a given time period.
Why assess cu tomer satisfaction? For all businesses, success derives from
satisfying the needs of all stakeholders in the organization: customers, shareholders,
employees, suppliers, and the community at large. Customer satisfaction that tran lates to
"all the stakeholders are satisfied," is customer satisfaction that you can bank on
(Edelstein, j 997). The most pressing demands come from customers. Customer
atisfaction is a major driver for survival, competitiveness and growth-, nO[ only for the
organization as a whole, but also for internal business functions (Jones, 1996).
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Cu tomer atisfaction as e ment i a part of under tanding eu tom rand th ir
needs; understanding that is e entia] to the long-term atisfaction of th ir need and the
business relationship with them. "Satisfaction assessment mu t lead to action' (Jon ,
1996, p. 46). [f you don't satisfy the customer, the customer sooner or later will find
someone who does. If the customer is not satisfied, he or she may come back or may give
someone else a try. For the customer to return, they mu t be delighted with the product or
services received (Dobyns, 1994).
Customer satisfaction results should fonn part of a balanced et of perfonnance
measures, which the management team uses to manage the organization (Jones, 1996). It
can also be the basis for a customer satisfaction survey program that can en ure quality
improvement efforts are properly focused on issues that are important to customer
(Brown, 1998). Customer satisfaction is the leading criterion for determining the quality
actually delivered to customers through the service accompanying servicing (Vavra,
1997).
Customer satisfaction is a threshoLd requirement for achieving cu tomer ret nti 0
though additional considerations help to improve retention. Focu iog on satisfaction
helps eliminate the negative word-of-mouth potential of di sati fied customers. Losing
one dissatisfied customer may be more severe than it sounds; one dissati tied cu tomer
may speak to as many as nine others, multiplyi g his or her di sati faction ninefold.
Customer satisfaction measurement is a win-win ituation: Customer satisfaction
has long-reaching impacts in the viability of an organization. Schlesinger and Heskitt
study (as cited in Vavra, 1997) demonstrate the relationship between satisfied customers
and satisfied employees with their Cycle of Good Service. The cycle suggest that
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atisfied cu tomer tolerate higher margin th t an bud to pay b tt r mplo . This
boosts employee morale, reducing employee turnover, which in tum help produce more
satisfied customers, and so on. Many busines es rely on the principle that if omething
goes wrong that they'll hear about it from their cu tomers. Countless inve tigations
document the fallacy of relying on customer complaints as a measure of cu tomer
satisfaction. Some of the statistics include 50% of customers who experience a problem,
never complain to anyone, of the remaining half, most (45%) complain only to frontline
personnel who either fail to escalate the problem up to management, mishandle solving
the problem or both, and 5% of all customers who have a problem actually voice it to
management (Vavra, 1997).
The primary reason for measuring customer satisfaction is to collect information
on either what customers report needs to be changed (in a product, service, or delivery
system) or to assess how well an organization is currently delivering on its understandmg
of these needs. By measuring customer satisfaction it make certain implied, and perhaps
explicit, promises about the organization's intere t in and responsivene s to its customers
(Vavra, 1997). In this study the Center's commitment to measuring customer satisfaction
communicates to its customers that it ha a pecial interest in their needs and wants.
Assessing customer satisfaction i a vital element in any strategy for service-led
busines performance improvement (Jones, 1996). This assessment can give an indication
of the well being of a company's business proces es and determine the quality of the
products and services resuJting from these processe . Mea ure allow a bu ines to: (a)
know how wen the business process is working, (b) know where to make change to
15
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create improvements, if change are needed, and (c) determine if th change led to
improvements (Hayes, 1998).
Summary of Review of Literature
To better understand customers it is important to conduct research to find out the
customers' needs and wishes, and thus to design products and ervices that will provide
improved consumer life in the future (Deming, 1986). The use of customer surveys is a
valuable starting point for continual change. It helps to ensure that change is directed
towards satisfying the customer. As one improvement is made, another need is identified
and the search to develop a method of meeting this need or removing the cause of
dissatisfaction begins (Fredendall, 1995). Since customer satisfaction measures a
customer's state of mind, measurement will not be exact and will require profitability
sampling and some simple statistical tools (Brown, 1998).
Knowing what a customer perceives about the Center's service i crucial to it
operation. When the Center knows what a cu tomers xpectations and wants are it will
have the opportunity to provide services accordingly. If all staff member make the
needs and want of customers an integral part of their job the Center will be successful
and prosper.
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CHAPTER ill
METHODOLOGY
Introduction
The purpose of this chapter is to describe the methodology involved in conducting
this study. This chapter is divided into ix main areas: population and ample,
instruments, design, variables, procedures, and analysis. The population and ample
section describe the participants of the study. The instrument section describes the
composition and creation of the research instrument. The variables section describes the
objectives of the study. In the procedure section the methods used to gather data are
described chronologically. The design segment discusses the type of research design used
in the study. The analysis section describes the analytical procedures u ed by the
researcher.
Context
The objectives of the study were to 1) de cribe customer satisfaction with services
provided by the Center, 2) de cribe effectiveness of service delivered through the Center
as perceived by customers. and 3) de cribe the overall outcome on customers' businesses
as a result of the services provided by the Center. These objectives were accompli hed by
evaluating various aspects of the customer-staff relationship from customer entry through
completion of a project.
17
Impact e ments are undertakent d t rmin program 10
reaching stated goals (Ros i, Freeman & Lip ey, 1999). Th ba ic aim in thi rudy wa
to document the net effects of Center activitie regarding cu tomer ti facti n fr m
opening day to the end of this study. Data collected as are ult of this tudy will al 0
serve as baseline data for further impact assessment studies. As the Center erve
customers who volunteer for assistance in several facets of the food proces ing indu try,
no comparable groups could be reasonably identified as control group for experimental
research design. The Center provides full-coverage programs (where the program serves
all members of a target population), which lend themselve best to reflexive control
procedures, or before-and-after comparisons commonly known as the pre-post-test
model.
As no two customers are served in exactly the same manner (uniform program
offering), quantitative pre-post-test group comparisons are inappropriate measure for
effectively assessing Center impact. Judgmental approache were utilized through
interviews with Center staff and customers (Ros i, Freeman & Lip ey, 1999).
Design
The research design utilized in this study was a qualitative case study approach. A
case study design is employed to gain an in-depth understanding of the situation and
meaning for those involved (Merriam, 1998). A case tudy is "an empirical inquiry that:
lnvestigates a contemporary phenomenon within its real-life context; when the
boundaries between phenomenon and context are not clearly evident; and in which
multiple sources of evidence are used" (Yin, 1984, p. 23). One of the most important uses
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of the ca e tudy i to "explain the casual link in real-life int rv ntion that ar to
complex for the surveyor experimental trategies" (Yin 1984, p. 25, empha i in
original). In the context of this tudy, the intent wa to gain an in-d ptb under tanding of
the services provided by the Center to ensure customer satisfaction and to optimize
Center effectiveness.
Qualitative research methodology is research that describes phenomena in words
instead of numbers or measures. It is conducted for the purpo e of understanding ocial
phenomena. The research design is not as prescriptive and structured as quantitative
research design. Considerable flexibility is needed in decision making while the research
is being conducted, and decisions on specifically how to proceed may be deferred to later
stages of the research (Wiersma, 1995).
Qualitative research is more than a series of techniques; it is an approach to
research, which has somewhat different underpinnings than quantitative research. The
underlying epistemology of qualitative research can be summarized as follows (Wiersma,
1995):
1. Phenomena hould be viewed holi ticaHy, and complex phenomena cannot be
reduced to a few factors or partitioned into independent parts.
2. The researcher operates in a natural setting and, to the extent possible, should
maintain an openness about what wiH be ob erved, collected, etc., in order to
avoid mis ing omething important.
3. It is the perceptions of those being studied that are important and, to the extent
possible, these perceptions are to be captured in order to obtain an accurate
measure of reality.
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4. A priori as umption , and certainly a pliori conclu . n are to b avoided in
favor of post hoc conclusions.
5. That the world, actually phenomena in the world, are p rceived a cLoudlike.
This implies a somewhat 100 ely constructed model, one in which there is
flexibility in prediction, which is not run in a mechanistic manner according to
a set of laws.
Population and Sampling
From its inception in 1996 to August 1999 the Center had a total of 180
companies that had solicited services. Customer profiles ranged from small family owned
businesses that were just entering the value-added food product market to large
corporations employing hundreds of personnel. These customers were divided into four
categories: active, inactive, completed, and pending. For this study participant or
customers were selected from all four categories; however. Center per onnel helped to
determine which customers were appropriate for the tudy according to levels of
interaction as deemed appropriate for the study.
In phase one of the study purposeful sampling methodology was u ed. Purposeful
sampling is when the researcher selects a sample to meet the purpo e of the research. The
logic is based on a sample of information-rich cases that are studied in depth. There wa
no assumption that all members of the population were equivalent data sources, but tho e
selected were believed to be information rich cases. Generalizability to the population i
not a consideration in case studies (Wiersma, 1995). For the intentions of thi study five
customers were purposefully selected from the 180-customer population. The Center's
20
-Quality Management Specialist wa ked to recomm nd fi
considered extreme cases. Thi particular method i called extr m c purpo ful
sampling (Wier rna, 1995). This procedure allowed the re earcher to define the
boundaries of satisfaction and dissatisfaction with Center' service.
In phase two of the study, random and purposive ampling techniqu were u ed.
Random sampling is a technique in which all individuals in the population have an equal
chance of being selected in the sample. The logic behind this method was ba ed on the
sample being statistically representativ.e of the population, thus allowing generalization to
the entire population (Wiersma, 1995). However, for the purpo es of this tudy the
findings are only generalizable to the selected populations that met the same criteria as
determined by the administrative assistant and researcher.
The population during phase two consisted of 175 customers. These customers
came from the original population of 180, but did not include the customers that were
purposefully chosen for the extreme case interviews. From thi population of 175
customers, 45 customers were randomly selected. This was accompli hed by u ing a
imple random ampling technique. orrnally distributed random number between one
and 100 were generated u ing Mini-Tab, a statistical package for students. The intent of
selecting forty-five customers was to obtain 30 participant.
Due to the fact that no two customers we're erved in the exact same manner
(uniform product offering) and belonged in different categories as to the stages of their
project, the administrative assistant in charge of these records was asked to provide
advice as to which customers would be appropriate for the study after the random
selection was completed. To reduce selection bias, this particular person wa selected as
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he did not interact or complete La k on any of th proj t. u t m r de med
appropriate for the tudy were classified a tho e who had an a tual project with the
Center. A project was defined a a ignificant interaction with Center taff that resulted in
tangible products or services. The projects that were then deemed a inappropriate were
generally cases in which the customer reque ted basic information that did not require
having an actual project. For example, a person who called the Center to ask for the
appropriate temperature at which a product must be stored would not be considered a
project. As the instrument developed for the study was used to gain an in-depth
understanding of customer satisfaction, non-project Cll tomers were deemed
inappropriate for the sample. An actual project is one in which more detailed information
along with additional services were required. See figure 1 for a summary of the sampling
methodology.
Contact
Database
(N=180)
Randomly selected
customer
(n=45)
Screened
customers by
Center
taff
(11=30)
Agreed to
participate and
were interviewed
(n=17)
Figure 1. Conceptual display of sampling methodology.
Development of the Instrument / Interview Schedule
The instrument developed for this tudy was an interview schedule. This
instrument was developed for use in conducting face-to-face interviews as well as for
engaging participants in probing questions, which evolved during the interview process
(Merriam, 1998). Questions were determined from a review of literature,
recommendations from Center staff, and feedback throughout the interviewing process.
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-The initial interview chedule was e tabIi hed from a review 0 lit ratur and
recommendations from Center taft. It was then u ed. in interviewing the purpo efully
selected customer (n=4). A final ver ion of the interview chedule wa refined after
receiving feedback from the four purposefully elected cu tomer interview. Thi final
instrument was used to interview all 21 customers and was not changed.
A triangulation technique was used to enhance the internal validity of the
instrument. Triangulation is the use of multiple investigators, Bond and Kelsey, and
multiple sources of data (Center documents, observation, and interviews) (Merriam,
1998). This was a process in which ideas and themes were negotiated to form
conclusions.
Reliability in qualitative studies answers the question of whether or not the results
are consistent with the data collected (Merriam, 1998). To increase overall
trustworthiness of the conclusions drawn, findings were presented. to the Center staff
members for confirmation and validation of interpretation (Merriam, 1998). The e
reports and presentations occurred on everalocca ions throughout the tudy: preliminary
findings were presented to Center staff on February 14,2000: on-going findings May 18,
2000 and final report August 1, 2000. The Industry Advisory Council was also giyen an
oral presentation of the findings for validation on September 26, 2000.
Repeatability is not a concern of qualitative re earch. The essence of qualitative
research and case studies in particular, are about providing enough rich, thick
descriptions for readers to have the same interpretations.
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-Data Collection
Qualitative research techniques were u ed for data collection. Information wa
collected from the following sources:
1. Administrative records held by the Center for each customer who had requested
service. Specifically, data was collected on:
a. Post-program experience of customers
2. Researcher observations of Center operations.
3. In-dept interviews with customers. Interviews collected data on:
a. Customer satisfaction with Center activities
b. Customer progress toward attaining goals
c. Changes in customer's business practices as a result of intervention with the
Center
Collection of customer satisfaction information data took place in two main
phases. Qualitative data was collected throughout both phases through face-to-face
interviews. Phase one consisted of extreme case interviews, while phase two was
comprised of interviews with repre entative from the general population of the nter'
customer.
Phase 1
Phase one was conducted through the use of the fi ve purpo efully selected
customers. Four of the five purpo efully selected cu tomers chose to participate in the
face to face interview. These four interviews were used to refine the interview chedule
developed from the literature review and Center staff recommendation . A letter
introducing the study, igned by the Center's Quality Management Specialist, was ent to
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each of the e customer . The cu tamer were th n contacted by phone to arrange an
interview time and location. [nterviewees were .given the option of the r ear h r
traveling to their business or making arrangement to conduct th interview when they
were visiting Stillwater. AJl of the participants cho e to have the re earcher travel to their
business for the interview. During each interview the interview schedule was u d for
engaging participants in probing questions. The interview, which lasted no longer than
one hour, was audiotaped to gather the maximum amount of information pos ible. The
recording from the interview was then transcribed. The final stage of this proce s was
sending a copy of the transcript to each interviewee for validation of content. None of the
interviewees requested changes to their transcripts.
The next step was for the researcher to code the interview. A Ii t of codes was
developed in conjunction with the research questions. Codes are units of meaning in
which similar thoughts or ideas are grouped together to be used throughout the entire data
analysi process. After all interviews were conducted and coded emerging idea and
themes were analyzed to form preliminary interpretation. After the four interview were
coded, revi ion were made to the interview chedule to reflect cu tamers' needs.
The purpose of pha e one wa to define the boundaries of customer satisfaction
and dissatisfaction with the Center's services to produce a more accurate draft of the
interview schedule. The second draft of the interview schedule contained questions that
were more accurately aligned with the research questions.
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Phase 2
Phase two of the data collection proce took place using the forty-five randomly
selected customer . The purpose of this pha e wa to gain an information rich
understanding of the objectives examined in the tudy. The customer were divided into
groups of five by geographical location for organization of the data collection process.
The groups were systematically (in two-week increments) ent a letter that introduced the
study. Approximately one week after the letter was sent the researcher contacted the
customer by phone to arrange an interview time and location. As with phase one the
interviewee was given the choice of the researcher traveling to their bu iness or making
arrangements to conduct the interview when they were in Stillwater. One interviewee
chose to have the interview conducted at Stillwater while the researcher traveled to the
remaining interviewee's businesses. The interviews were conducted using the refined
version of the interview schedule. Once again, the interview lasted no longer than one
hour and was audiotaped for accuracy. The audiotape was then transcribed and a printed
transcript was sent to the interviewee for verification of accuracy. One tran cript wa
returned for grammatical corrections.
A total of twenty-one interviews were collected, purposefull y selected (n=4) and
randomly selected (n= 17). Customers chose not to participate in the study for various
reasons with the main reason being that they were not far enough along in their project to
be able to fully answer the interview questions. After collecting 17 interviews. the
researcher reached a point of data saturation, where the same theme were being repeated
in all interviews. This point in time in qualitative data collection is caJled data saturation.
Miles & Huberman (1994) explain that at thi point the researcher has completed the task
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of collecting data and it i no long r n oe ary t continu int rvi win additi nal
customers.
Data Analy is
Qualitative data was analyzed with the help of ATLAS.ti, a visual qualitative data
analysis software package. ATLAS.ti is used to help uncover the complex phenomena
hidden in qualitative data. This program pennits the researcher to build unique networks
to visually connect selected codes, thus enabling the researcher to construct concepts and
theories based on visible relations. After each interview was transcribed, cleaned and the
researcher received validation from the interviewee, the document was then loaded into
the ATLAS.ti program. The initial stage of the process was accomplished by developing
a primary list of codes from the interview schedule questions. The coding process then
began. During this process the document was attentively read and as topics were reached
that matched a code the matching code was then attached to the text. Code are formed
within the program to allow the researcher to organize all related topics derived from the
interviews; therefore, codes are generally referred to a units of meaning. When topics
were reached that indicated an emerging theme a new code wa assigned the title of the
emerging theme and was then connected to the corre ponding text. By attaching the code
to the specified text the program then compiles all related comments in an individual file
for further analysis. After all interviews were coded, each group of coded data was then
individually analyzed to draw conclusions.
To compensate for the interview schedule being modified througl1out the
interviewing process and new codes that were developed as themes emerged; early coded
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interview were subjected to an additional coding ion. Henc they wer re- xamin d
after coding the final interviews. The purpo e of this was to determine if information
from the interview was appropriate for the codes that had been added in.c the initial
coding of the particular interview. In general many of the codes that emerged were thing
that could be found in previous interviews, but these ubjects were not di cu ed in as
much depth as they were in the latter interviews, where the questions wa directly a ked
to the customers. The list of codes developed for the study can be found in Appendix E.
After all interviews were coded, the data from individual codes were i olated to
draw interpretations from the data. Each code was then ynthe ized to form a claim that
was deeply rooted in the participant's comments. A claim is a statement that reflect the
customers' comments regarding a specific topic. These claims evolved from customer
comments pertaining to previously developed codes and emerging themes. As a final step
in the data analysis process, a few selected customer comment related to the claim were
attached to provide support for the claim within Chapter Four.
The following i a list of the tep taken to analyze the data. This procedural
description allowed the researcher to draw conclusions found in Chapter Five.
1. Interview wa tape recorded Iive.
2. Interview was transcribed verbatim.
3. Interview was cleaned by checking for transcription errors.
4. Interviewees were sent a copy of transcription for validation.
5. Interviewees validated transcripts by non-re ponse.
6. Transcript was converted to a text file and loaded into the ATLAS.ti data
analysis software program.
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7. Interview was coded by highlighting m aningful phrase of te [and
electronically tagging to a unit of meaning.
8. Data was reduced by grouping coded text into like categories, called theme
9. Themes were translated into claims.
to. Claims were supported by presenting the raw data in the form of direct quotes
within the thesis text.
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CHAPTER FOUR
FINDINGS
Introduction
The findings are reported in conjunction with the re eareh que tion that guided
this study. All data reported are based on the interviews collected from December 1999 to
June 2000. The fonnat of this section will report an interpretation made by the re earcher
and will be followed by supporting statements drawn from the interview transcripts.
The findings are addressed in relation to the objectives of the study. The
following objectives were taken from 21 interviews. To protect the identity of
participants, an alias was assigned to each customer and the pronoun he i used to reflect
gender in all responses even though several women were interviewed for this study.
Responses in parentheses were added by the re earcher to clarify meaning and wer not
the words of the interviewee. All quotes represent statements from the interview
transcripts that are representative of the claim. Quote are u ed to ,uppor! the claim; are
indicated by italics, indented 0.5 inch and are ingle-spaced within the text.
Customer Satisfaction with Center Services
The first research question focused on customer satisfaction with Center service .
Each participant in the study was asked if they were satisfied with the services provided
by the Center. The majority of customers interviewed were overwhelmingly satisfied
with the services they had received from the Center. Seventeen interviewees indicated
30
that they were ali fied with the Center' ervlce while four replied that they w re not
satisfied with the services they received from the Center. The following quot typify
expressions of satisfaction.
BiLL: I'm very satisfied, their ervices are great and they're alway willing to work
with us in just about in any capacity as they can. What we ask win always be easy
to provide.
Tim: We have been very satisfied and it has led to (more) busine (for our
company).
Dick: Satisfaction has been exceeded by their (the Center's) service. In other
words, what we expected we got a hundred fold more. Are we satisfied, we
couldn't be more satisfied.
Reasons for Satisfaction
A variety of reasons were stated as to why the majority of customers were
overwhelmingly satisfied with Center services and ranged from customers feeling that
they had a positive relationship with Center faculty and taff to Center faculty and staff
showing a high level of commitment to the customer's project. The following theme
surrounding satisfaction emerged during the customer interview..
• Customers experienced positive relationships with Center faculty and staff.
The bulk of interviewees explained that they had a very positive professional
relationship with Center faculty and staff. Center faculty and staff were described a
helpful, professional, friendly, personable, and considerate.
Sam: A real workable relationship, you know everyone was reaJJy helpful and
everybody was really intere ted in the product.
Bob: I feel like I have a very professional relationship. I feel like I could call any
of the folks there and they would help at any time or I could ask them for help at
any time. I feel confident that they would come forward and help as much as they
can on any project.
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Although the majority of customer indicated po itive relationship with C oter
faculty and staff, all customers dill not attest to thi . Matt indicated that he would not
recommend Center faculty and staff as being professional due to the way his project wa
managed.
Matt: I wouldn't say that I would recommend them as being profe sional people.
In the beginning it started out like yes this was going to be good. (the proj ct).
They got everybody fired up and ready to go and okay we were going to get some
help and get these products out on the market and thought we will tart out small
and do it but it never took place. So we had to go somewhere el e to get it
completed.
• Center faculty and staff' recommended alternative processes for customers.
Twelve of the customers interviewed responded that their project coordinator
gave them more than one means by which to solve their project problems (Ed, Dan,
Wade, Doug, Kyle, Todd, Dale, Dick, Tim, Bob, Glenn, and Gene). They indicated that
this was important as in many instances it helped to save the customer money. Jack, Matt
and Will indicated they were not given alternative solutions to their problems. They felt
alternatives were not gi ven in these instances because the Center did not hav adequat
knowledge related to their specific projects. Also, Jim and Sam aid that alternative. were
not appropriate in their particular situation,
Wade: Then when I told him that I would need to limit the amount of money that I
had originally thought we would have to fund omething like that, then he worked
with me in finding a less expensive way to get the same ba ic end result. (The
alternative was) at least, almost as good as the end result with spending
considerably less money.
• Giving the customer alternative sources of infonnation to help solve their problem.
Eight of the customers interviewed stated that they were given additional
references (0 contact if further assistance was needed that the Center could not provide
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(Jack, Wade, Jay, Bob, Glenn Dick, Kyle and Gen . Thi w be IpfuJ ~ it
saved them from having to seek out these contacts them elve and facili ated th network
among value-added producers.
Bob: They have given us other leads and other networking opportunities Qul there
with other folks. If they couldn't help us they would say well rnayb you ne d to
contact so and so.
Jay: After doing all that he could do he did get me an appointment to go to
another University for a seminar and that helped me. Then after I finished that he
gave me another invite to a seminar in another state and [ profited by all of these
things.
• Customer being able to use Center facilities.
Four customers indicated that it was very beneficial to have access to Center
facilities (Bill, Kyle, G~ne and Tim). It was mentioned in three main contexts; u e for a
process related to their project, the placement of equipment, or for holding meetings.
Kyle: We pack it ourselves and when their facilities are open sometime they will
let us use their facilities. Because of lack of sales we still cannot afford our own
place yet to package our product.
Gene: We were able to tap into some equipment to u e that we could not have
afforded to do otherwise and we did that on a pretty small ho tring budget. We
were able to do this because the service wa available at the Center.
• Customers being able to successfully start a business.
Five customers indicated that a major factor in their sati faction wa being able to
successfully get their businesses started as a result of the a sistance provided by the
Center (Ed, Dick, Kyle, Sam and Bob).
KyLe: The result is that we are now in the market in a lot of different states and
with their help it has become possible.
Dick: So the whole thing culminated into a successful busine s getting off the
ground.
• Center facuLty and staff availability to answer customer questiolls.
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Twel ve customer reported that Cent r facul y nd taft mad th m 1\1i r adily
available to answer questions (Sam, Wade, Dale, Gene Dick, Bill, Bob, GI nn Ed,
Doug, Kyle and Todd).
Ed: If I needed further assistance all I had to do was pick up the phone and call
him (Center faculty and staff member) and say gee I've run into this hurdle, tbis
challenge, I'm not sure how to resolve it.
• The Center's overall effectiveness ofcommunication skills.
Seventeen customers reported that communication skills are a strong aspect of
Center services (Bill, Bob, Tim, Jim, Ed, Dan, Sam, Tom, Dick, Wade, Doug, Will, Kyle,
Todd, Dale, Glenn and Gene). Many indicated that this was a crucial aspect in helping to
successfully complete a project.
Doug: Communication was very good and it was a big key (to the success of my
project).
Dick: The line of communication was nothing short of absolutely perfect in every
way, shape or form.
• Ease ofcommunicating with Center director.
Eight customers mentioned contact with the Center director throughout their
projects (Gene. Louise, Bob, Tim, Bill, Dick. Wade and Ed). In general they reported that
it was very important to be able to have positive contacts and interaction with the Center
director. He was described as very approachable. These eight cu tomers were very
satisfied with Center services and attributed contactswith the Center director a a factor
to the success of their projects.
Wade: The Center director has been a very, very positive influence as well. He
came to my open house when we first opened and was there for me to answer any
questions 1might have. He was very friendly and easy to get along with. I was
real impressed - rdidn't expect that.
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Dick: The Center director i in a po ilion of gr at importan ,but h al ay got
time for you. There has never been a time that I have called hi office where if he
weren't in a meeting or omethjng, he would call back. He alway r turn d my
calls.
One interviewee mentioned that he hesitated from tating complaint to the Center
director because he felt intimidated by his position as Center director and fi ared
repercussions from Oklahoma State University for stating complaints.
Matt: I did not state my complaints to the Center director because the advice that
I've had is to not make OSU an enemy, they are just too large in the state of
Oklahoma to have as someone that is not on your side.
This customer was not satisfied with the services he received from the Center. He
felt somewhat threatened by Center faculty and staff, as he was concerned with possible
consequences of making himself an "enemy" of the University.
• Ease of stating complaints to Center staff
Fifteen customers did not feel hesitant to state complaints to Center faculty and
staff (Ed, Dan, Wade, Doug, Will, Kyle, Todd, Dale, Dick, Bill, Jim, Tim, Bob, Glenn
and Gene). These customers indicated that Center faculty and staff were extremely
approachable in regard to tating complaints.
Bob: No I don't feel hesitant at all, in fact I tell you that if I had a problem I think
that I would go to (Center personnel) and ju t lay it on the line. [' d had no
problem with getting on the telephone and saying we have a problem with this.
• Center faculty and staff showed a high level of commitment to customers' projects.
[n general customers that indicated they were satisfied felt the Center showed a
significant level of commitment to their project. Commitment to the project wa not a
question that was asked directly during every interview; however, it emerged in 15
interviews indicating its importance to customer satisfaction. Thirteen of these customers
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reported that this wa a very important a p ct of th C nter rvi B b, Tim Jim,
Ed, Dan, Sam, Dick. Wade, Doug, Kyle, Todd, Glenn and Gene).
Dan: It's not just like well here's your little brochure and this i what you could do
if you wanted to do this. These guys were willing to it down and pend some
time. We had a number of meetings involving the guys who had to do with
processing and packaging and how we go about promoting or getting the product
out to do research on it, market research. and so forth.
Wade: It just seems like they are more than willing to do anything I have ever
asked. They even go beyond to point out other things that they might be able to
help me on that I never even thought of.
Kyle: They seemed to bend over backwards to help us. If we needed anything
they were there. They've always been willing to set up an appointment.
Reasons for Dissatisfaction
There were a variety of reasons for customer dissatisfaction, which ranged from
lack of responses to questions asked to failure to complete the project as promised. The
following themes surrounding dissatisfaction emerged during the customer interview
• Trivial answers given to questions asked by a customer.
Jack stated that he did not receive effective answers to questions posed for hi
food processing technique.
Jack: It (the answer) wa obviously low quality becau e the que tion weren t
answered on two occasions. I got air. Empty stuff.
• Lack ofcommunication among Center staffmembers.
Matt indicated a communication problem among Center faculty and staff
members. He felt that faculty and staff members needed to keep each other informed of
the progress of each project to prevent confusion.
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This particular cu tomer wa di ati tied ov raLl with nt r rvIC and w uld
hesitate to rerum for additional a i tance due to poor quality re pon e given wb n
seeking help and the lack of follow-up from Center per onne!.
• Customer did not receive requested infomlation from the Center.
Jack also noted that he did not receive the reque ted information need d to
complete his project.
Jack: All the squares were fiJIed as far as the appearance of providing service or
providing help. But I didn't get the information. It was the traditional high side
pass, all gloss, and no substance.
He was not satisfied and would be skeptical when considering returning for
additional advice because his initial project was not completed as a result of the Center's
failure to provide requested information.
• Customer was falsely led to believe that the Center would assist him in developing a
value-added product.
Matt indicated that he wa misled by the Center. He wa told that the Center
would assist him in developing a value-added product and was initiaJly given directions
from the Center on the procedures to initiate the project. After inve ting time and money
into the project. upon advice from the Center, he was told the project would not be
possible.
Matt: WeB, mainly we felt that the peopk we talked with at the new Center led us
down the totally wrong road. In the beginning it started out like ye thi wa going
to be good. They got everybody tired up and ready to go and okay we were going
to get some help and get these products out on the market and thought we will
start out smaJI and do it but it never took place.
37
Matt indicated that he wa xtremely di ati .fied with the enter' ervice. He
did receive as istance from another univer ity to succe fully complete hi proj ct and
stated that he would not return for additional assistance.
• Center failed to provide accurate information to the customer.
Matt also reported that he was provided inaccurate information pertaining to hi
project.
• Center did not provide the customer with up-to-date information for the project.
Dale indicated that the information he was given out of date information. He felt
that the Center should be able to supply more recent information on the topic.
Dale: Well the only information you could find was from approximately half a
century ago. I am ready for some updated information.
Dale did suggest that he was satisfied with the Center's services and will be
returning to complete his project. He is simply hoping to receive more recent research on
the particular project.
• Unprofessional and inappropriate communication with customer.
Matt stated that he was told through a phone conversation that the Center would
no longer continue with his project. He felt that the conver ation was inappropriate and
unprofessional and did not appreciate the means by which he was told that hi project
would be terminated.
...
Matt: Then to top it all off, the last time they called me and told me they were not
going to do the project it wasn't face to face. He (Center faculty) called me on the
phone and said don't even bring it back (materials for the project), we're not going
to do it (the project) and that really bothered me.
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• Shortage of adequate parking fadlitie at the Cent r.
Bill mentioned that inadequate parking for cu tomer whil visiting tb Center
was an inconvenience.
Bill: I don't understand why something was not de igned to where if you are
going to the Center you should be able to pull up to the Center and park as a
visitor or a customer. I think parking needs to be addres ed. That i poor planning
in my opinion, very, very poor.
He was extremely satisfied overall with Center services and indicated he would
return for additional services. However, be felt that access to visiting the facility would
be eased if there were designated parking spaced for customers or even large groups of
customers for meetings.
• Customers reported that the Center viewed their project as unimportant because of
its small scope.
Jack and Matt indicated that Center faculty and staff gave them the impression
that their project was not important due to the fact that they were not Large corporations
or did not have an extensive project that the Center could get a ignificant amount of
publicity for.
Jack: You're smaJl potatoes and we don't want to mes with you. That i sort of
the feeling. We want big guys to come to us. We want Advanced Food to come to
us and ask us how to make a better veal cutlet. These small time guys shouldn't
even mess with us.
Matt: We kind of felt that they do a whole lot for ffiP or somebody, the real big
players in the cattle business. But since we aren't a big corporation we didn't get
the attention we thought we should have.
• Center faculty and staff neglecting to return customers' phone calls.
Matt and Will indicated that they tried to contact Center faculty and staff
regarding their projects and did not receive a proper return contact.
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Matt: He (A per on connected to the proj ct) had tri d to contact a rn mb r of th
Center faculty and staff and ee what it was that they really wanted and the
faculty and staff member wouldn't even return hi phone call .
Matt along with a person connected with his project were very dis atifi d with
the services that they received. Both indicated that they would not return to the Center for
additional services partially as a result of the failure to communicate properly.
Will: The bad thing is I tried to call about a week ago and left a mes age, a voice
mail. and he has never returned my phone call.
Will indicated that this was not typical of this particular faculty member.
However he did express that this made him feel anxious as to the actual progress on his
project.
• Lack ofknowledge and expertise by the Center faculty and staff.
Will and Jay reported that the Center faculty and staff did not have ample
knowledge and expertise to facilitate their projects.
Will: Well here it is it's supposed to be a technology center. They have million of
dollars of equipment up there and they have not shown me any progress on my
research, on my project. I don't think the technology is there. I really think the
Center ju t doe n't have the technology and experti e
Jay: I profited by all of the e things that he (Center faculty and taff memb r) got
started but he is about the only one that has really done me any good. The rest of
the men that I have talked to, the Professor up there, it seemed to be out of their
league. The whole deal is that they can't help you.
Both of these customers were displeased with the ervices they received from the
Center. They indicated that at the time of the interview that they would not seek
assistance from the Center in the future. They felt that if they could not receive adequate
assistance on the project that they had worked on with the Center then the Center would
not be able to provide the information on additional projects in similar areas.
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-• Failure ro complete the customer's project b the Center.
Four customers were dissatisfied with the Center' ervice becau their project
were not completed or are still incomplete (Jack, Matt, Will and Jay). In all four in tances
the Center failed to provide the information and a istance required to comple~ th
project.
Jack: Well, it (my project) was incomplete. There wasn't much skilled
information that I got. Well what about that little drawing? Well that's a nice little
piece of information, but the whole project, I need whole, "How do you do this?"
What are the steps, the manufacturing stuff, which is what I thought they were
supposed to be able to tell me. And I got just one little piece of the puzzle and I
already had that figured out myself anyway.
Matt: They didn't fulfill what they told us what they were going to do. We just
had a lot of expense for nothing.
Will: It's going on three years and they still haven't done anything. I am just
really disappointed in that regard, sorry to say. I'm sorry to say they are still
working on it. It's really disappointing when you know it can be done and you
really, I feel that we are really we not too much closer than we were when we
started.
Effectiveness of Center Activitie
Effectiveness is a ubcategory of cu tamer saLisfaction: therefore. much of the
data reported in this section was reported under customer atisfaction. Reiteration of thi
data will serve to illustrate the point that customer perception of the Center'
effectiveness are intertwined with satisfaction in that it is impossible to have one without
the other.
This study identified several categories of effectiveness. The most important
attribute to the effectiveness of the Center is whether or not cu tomeI's' questions were
answered and/or their projects were completed. Other attributes include whether or not
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customers' expectations were met, if they would r tum for additi nal rvi
effectiveness of communication timeline s of ervice and what th cu tom r perc ived
as the most helpful aspect of their service .
• The Center was effective in answering customers' questions and completing projects.
Twelve customers stated that the Center was effective in answering their
questions and/or completing their project (Bob, Tim, Jim, Ed, Dan, Sam, Dick, Wade,
Doug, Kyle, Todd and Dale). Glen and Gene explained that they are still in the middle of
their project but indicated that the Center had been effective in meeting goals up to the
time at which they were interviewed. Jack, Matt, Will and Jay voiced that the Center was
not effective on their project.
Interviewer: Was the advice that was given by the Center effective in helping to
solve your problems?
Sam: Yes. We developed products through the Center. We went down there and
we put together some things and made a product. I mean they really took us from
what we needed to do through the things to get and put it together. We tried
different ingredients and came up with the product you know.
The principal reason for the Center' lack of effectivene s was that customer did
not receive the necessary information and as istance required for completing their
projects. It was stated on more than one occasion that time delay' had a role in the project
not being completed.
Jack: I didn't get the information that 1 really needed, but I saw that the Center
was furnishing me something so that they could ay, "1 answered the question."
• Customers' expectations were met by the Center.
Customer expectations are broadly defined, as what they perceive will be the result
of an interaction. A direct link exists between a customer being satisfied and'their
expectations being met according to this study. Seventeen of the customers interviewed
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for thi tudy were ati tied with the Center ervic cordin ly ,. th 1
interviewees, 15 of the respondents indicated that the Center had met or xce ed th if
expectations (Bill, Bob, Tim, Jim, Ed, Dan, Sam, Dick, Wade, Doug, Kyl T dd, Dale,
Glenn and Gene). The reason for the lack of re ponse from the remaining int rviewees
was in general due to the context of the respondent's project or relation hip with the
Center.
Customers indicated the following categories as main expectations of Center
services: new product development; marketing expertise; general advice for a new
business; state of the an technology; infonnation regarding policies for start up
businesses; product evaluation; technical assistance; and research assistance.
Gene: We just expected that we might be able to get some research and technical
advice on the testing of some items for research into our project tbat we did with
the Center.
Ed: I approached the Center for marketing expertise and just some advice as a
young company.
Richard: I really feel like that everything that they have done has all been a plus,
it's been more than I've expected and they've done quite a bit
Jack stated that he did not know what to expect due to a lack of ba ic knowledge of
the Center and the services that it has to offer.
Jack: You don't know what kind of expectations you have until you know what
they do,
• Most customers would consider returning for additional services from the Center.
When a customer indicates that they would return to the Center for additional
services it is implied that they were satisfied with their overall experience; thus,
indicating that the Center was effective in successfully giving the customer what they
expected. Of the 21 customers interviewed 18 responded regarding this topic. FoU/teen
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pecified they would eagerly return t the Center again if th YIl d d additi naf
assistance (Sam, Ed, Dan, Wade, Doug, Kyle, Todd, Dale, Dick, Bill, Jim, Bob, Glenn
and Tom). However, Matt and Will indicated that they would not r tum for C nt r
services again and Jack said he would only return reluctantly. Jay aid that at the time of
the interview, he simply did not know if he would return or not. The main reason for
dissatisfaction was not obtaining requested information.
Dan: Absolutely. It's the first place I'd go.
Jack: Well, I'd go back, but I would do it reluctantly because I'd go, "Oh, what
for, I'm not going to get the information I need."
• The Center was effective in communicating with customers.
Interviewees indicated that communications between the customer and the Center
were effective and added to the positive impression of Center services. Eighteen
customers felt that the Center was extremely effective in communication (Bill, Bob, Tim,
Jim, Jack, Ed, Dan, Sam, Tom, Dick, Wade, Doug, Will, Kyle, Todd, Dale, Glenn and
Gene). Of the remaining customers Matt indicated that he felt communication was only
satisfactory while the other two did not respond to the question.
Sam: We had good correspondence back and forth, it wa veryefr, ctive.
Todd: The professor I worked with was good about taying in contact with me.
We communicated before hand on how things would be done and it wa effective.
• Center services were presented in a timely manner.
Thirteen customers felt that the Center dealt with project in a very timely manner
(Sam, Ed, Dan, Wade, Doug, Dick, Kyle, Todd, Dale, Bill, Tim, Bob, Glenn and Jim).
Tim tated that during a project there was a time delay that caused a hardship because the
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located atcustomer needed to know [he tatu of a particular pi c f quipm nt that
the Center.
Matt, Will and Gene indicated that Center ervLce were untimely a the Center
did not meet deadlines and had failed to complete project in a reasonable time period.
Dick stated that timeliness does not exist on a research project. An additional customer,
Jack, stated that too much time had lapsed between his project and the interview to make
an accurate assessment. Three customers did not respond to the question.
Dick: Timelines doesn't exist ina research project.
Dick was satisfied with Center services. This was not meant as a negative
comment. He simply implied that it was something that has to be understood when
dealing with academics.
• The Center was most helpful in delivering services in 10 categories.
Customers cited that the variety of assistance provided by the Center was helpful
in making their project a success. Helpful aspects of assistance that w re mentioned
during interviews ranged from product evaluation to helping the customer complete a
process that resulted in new product development. The most helpful aspects f nt r
ervlces are:
I. Constant education.
2. Product evaluation.
3. A particular faculty and staff member.
4. Facility use for training.
5. Guidance through the entire proce
6. Information regarding the legalities of marketing a product.
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7. The entire proces induded in the Center ervice.
8. Communication.
9. Positive information regarding the Health Department.
10. Linking the project to other aspects of the indu try.
Overall Impact of Services Delivered Through the Center
• The Center is making a positive impact on the community.
The actual outcome of each project is difficult to mea ure quantitatively;
however, this study sought to understand from the customer's perspective what outcome
resulted from receiving assistance from the Center. Not all customer responded to this
question as some projects were still in progress with the Center, while some were
information only projects, and another customer's project was not completed at the time
of the interview. Table 1 summarizes customers' perception of the impact of their
project on their bu ines and community.
Table 1
Impact of Center Services on Customer's Business
Customer
Pseudonym
Sam
Ed
Wade
Impact of Service
Products are now sold in 23 states and
distributed in England.
Increase in business due to Center sending him
new customers.
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Number of New
Products Developed
as a Result of the
Center's A sistance
4 new value-added
products developed
Doug Consumer awarene of Oklahoma produc and
increa ed sales.
Kyle Marketing product throughout many different
states.
2 new value-added
product developed
Todd Knowledge of how to evaluate a proce s
involved with his industry.
Dick The ability to package, process, and successfully
market products worldwide.
Now employ four people full-time and will
ultimately employ a total of 15 people. A new
business was successfully started.
9 new value-added
product developed
Jim Fresher, more sellable product.
Tim Have had approximately one million dollars of
business as a direct result of input from OSU.
Bob A new business was successfully tarted and the
creation of 130 new jobs within a three-year
projected timeline, and eventually a multi-
million dollar payroll.
• The Center has contrihuted to professional networks for its customers.
Nine customers indicated that Center faculty and taff helped to provide them
with professional networks that were very important to their company' uccess or were
helpful in the success of their project (Wade, Jay, Bob, Glenn, Dick, Gene, Tim, Ed and
Kyle). Some of the helpful networks included an increa ed sphere of resource acquisition
and connections among industry.
Dick: A friend of his (Center faculty and staff) from another Univer ity had this
client that was paying a large amount of money on a weekly basis to have a by-
product from his business gotten rid of. I needed this by-product for my product
because it is an important input for my products.
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Dick indicated that a a re ult of the contact provided by th
decrease his input costs. He also reponed that it was very helpful for the Center to
connect customers to each other.
• The gap between academia and industry has been successfully bridged by the
Center.
The majority of customers interviewed indicated that the Center had successfoUy
bridged the gap between academia and industry. Customers reported that Center faculty
and staff explained methods and materials in terminology that was appropriate and easily
understood by the customer. Many customers indicated that appropriate communication
was a very important factor in determining the effectiveness of the Center.
Tim, Jack and Gene indicated that they had some difficulty with receiving
information that went beyond their comprehension. Customers suggested that academia
(the Center) had some difficulty in recognizing timeline , under tanding that the rno t
important end product in industry is generating a profit, understanding that a business
relationship is about opportunities to generate revenue, and that Center faculty and staff
lacked an understanding of commercial ventures.
Tim: Commercial understanding would help: it is an important part of it. The
commercial ide is always the outside. Therefore, it i very important perhap for
them to understand it.
Tim: I would say that they have bridged out. There is a bridge there. I think that it
has been successful. The link is there for sure. (The Center just needs to be) a bit
more aggressive or better understanding of it (the link between academia and
industry). If we can come to this conclusion in this time frame it leads to hard
business. They need to understand that that is the goal.
Bob: I deal a lot with bureaucracies and been down that road many times and I
will tell you that turned Ollt much better with the Food Processing Center, I know
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that it is an academic in titution but it turned out b tt r than what I
my mindset.
n had in
Dick: However, it was my experience that we were kind of excited and wanting to
go and academia takes time. They are more thorough they want to be more
thorough, they need to be more thorough and we (the company) are just tide by
the seat of the pants, get it done, make it, and go.
Ed: They don't overwhelm you with technical jargon, you know, and go ov r
your head where you can't understand what's going on. That can intimidate a
neophyte pretty quickly, forcing them to withdraw back to their comfort zone. I
don't have any fear about going to the Center.
Dick: They realize that we're not overly well educated so the technology and
language was dealt with accordingly. They didn't look down upon us. We are not
college people, we don't intend to be, and we never put on the airs that we were.
We are just plain old ordinary mom and pop farmers down here in southern
Oklahoma and they accepted us at face value and we accepted them at face value
- that works. Nobody pretends and role-plays or nothing with anybody else.
Marketing the Center
An important theme that emerged spontaneously during the interviews was the
lack of public knowledge of the services provided by the Center. Thi broad topic has
been broken down into ubcategories in order to better examine thi uncertainty. The
following are the subcategorie : does the Center market itself well: genera! knowledge of
the Center and its services: lack of utilization of the Center; how interviewees learned
about the Center and its services; and who does know about the Center and its ervices.
• The Center is not marketing its services effectively to the general public.
The majority of customers that responded to this topic tated that the Center did
not advertise its services well to the general public. Many indicated that enhanced
promotion would help to increase public awareness of the facility and the service
offered.
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Kyle: I think it could u e a little more advertising to let people kn w it is there. (
had no clue it was there prior to that. I did not n .know that th rvice was
even open to the public.
Tim: The Center's market awarenes is not there.
• The majority of Oklahomans do not know about the Center or the services offered.
Awareness that the Center exists along with knowledge of the ervices that it
offers is minimal. The majority of responding customers indicated that the average
person does not know about the Center. Of the fifteen interviewees that commented on
this issue, thirteen indicated that they did not know that the Center existed before having
a project there. See Sources of Information for Discovering the Center (Table 2) to
determine how customers were made aware of the Center's services.
Table 2
Sources of Information for Discovering the Center
Source of Information
Word of mouth
Center contacted customer
Newspaper article
Extension
Associations with OSU
Career Technology Center
Oklahoma Department of Agriculture
Oklahoma State Health Department
Number of replies
4
3
3
2
2
I
I
1
Many also indicated that they were not clear of the different services that the Center
provided to customers.
Dick: I don't think that there are a lot of people out there that number one know
that the Center even exists and number two, how to get a hold of the Center and
number three what it takes to get started (on a project).
Louis: I don'r know whether those businesses realize the services that there are
available or other programs of the Center. I think if you called rna t of them and
asked if there is a Food Tech Center at OSU they probably wouldn't know.
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Interviewee cited a lack of vi ible promotion activitie as the reason for not
knowing about the Center or the service that it of~ rs. Cu tomers indicated that
additional promotion should be implemented by the Center. Cu tom rs al 0 sugge ted
that the relative newness of the Center wa also a limiting factor in public awarene s ()f
the Center.
Dan: I think some additional promotion is needed - especially if they don't have a
sufficient workload or if their goal is to increase the number of projects.
Doug: I don't think you (the Center) probably tout yourself as much as you
probably should. That's my personal opinion. I don't think you tout yourself as
much as you should to get the support or more people involved that you could.
• The Center is not fully utilized by potential customers.
Many people do not utilize the Center's services because they do not know that
the Center exists. Customers stated the main reason for lack of use was because of a lack
of knowledge of it.
Sam: I think that if people knew more about what the Center did that they would
probably use them more.
Dan: I do think if the public knew more about it there might be more people. As 1
aid. I think the more you pre ent it and how one presented it would have
something to do with people knowing about it.
• Customers learned about the Center through word ofmouth.
Word of mouth was the most common method of learning about the Center,
followed by the Center contacting customers, new paper articles, extension personnel,
associations with OSU, Career Technology Center, Oklahoma Department of
Agriculture. and Oklahoma State Health Department (Table 2).
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• OnLy small facets of the value-added pr du ts indu tl are knowledgeable ofthe
Center.
Customers reported that the following sector of the conomy w r
knowledgeable of the Center and its ervices: the grocery community, the food cience
community, participants involved in research and development in the food proces ing
domain, and OSU Agriculture alumni.
Barriers to Customer Interaction with the Center
Customers indicated several barriers that would potentially prevent them from
requesting additional services from the Center. They were:
1. Customer was made to feel that he was a nuisance to faculty and staff by asking
questions.
2. Customers were reluctant to approach the Center because they were not aware of
what services were offered.
3. Customers felt that the Center wa too big and bureaucratic; therefore, they could not
get information in an efficient manner. There was a perception that it took too many
steps to get the information requested.
4. Center faculty and staff members displayed arrogance toward potential customers.
5. Center is too concerned wi.th making money on project.
6. Center faculty and staff have too many other responsibilities. not leaving enough time
to work on a customer's project.
7. Center faculty and staff failed to recognize the importance of deadlines to industry
customers.
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Alternative Service to th Cent r
Customers were a ked about other entities they would con ider a alternative
services to the Center. Several different source were identified and are Ii ted below.
1. Internet
2. Centers of Excellence in other states
3. Independent laboratories
4. Oklahoma Department of Agriculture
5. Independent chemists
6. State associations
7. Private architects
8. Customer would do the project themselves
9. The Kerr Center
10. Private marketing team
11. Industry gurus
12. Other Universities- within and outside the state
Indicators of a Successful Company
As the Center is a relatively young entity it is important to faculty and staff to be
aware of aspects that help to make a company uccessful. By collecting data on it's own
customers' views of succes Center decision maker will be better able to promote
success from their customers' prospective, thus helping to increase customer satisfaction.
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Customer indication of a succe ful company ha e very imp rtanr implication
for the Center, as they are a valuable indication of method and technique that can
facilitate the Center in becoming more successful. The following i' a Ii t of ucce ful
business aspects reported by customers.
I. A good marketing strategy is in place.
2. The people involved.
3. Owner or president of the company is able to wear several hats.
4. Owner or president can foresee possible growth areas and expand in those
areas.
5. Management can communicate with employees.
6. Management has established a good working relationship with employees.
7. Honesty is a top priority between management and employees.
8. Customers are satisfied.
9. Customers return for additional services.
10. The company is providing the highe t quality ervices or highe t quality
products possible.
11. Employees are dedicated.
12. The company is making an economic impact on the community.
13. The company's products or services are leading to profits.
14. The company employs good business practices.
15. The company has vision.
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HAPTERFIVE
SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS
Introduction
The purpose of this chapter was to provide a summary of the research questions,
methodology, and the major findings. Conclusions of the study are also pre ented.
Recommendations include suggestions for sustaining current practices that are conducive
to customer satisfaction, recommendations for improvement, other areas for
consideration, and customer recommendations. Implications of this study are presented in
relation to analysis of data collected and upon observations of the researcher. Lastly,
recommendations and implications for further research are offered.
Purpose of the Study
The purpose of this study was to describe customer satisfaction within customer
projects, to determine the effectiveness of services received. and determine the overall
outcome on customer's enterprises a a result of a si tance provided by the Oklahoma
Food and Agricultural Products Research and Technology Center.
Objectives
To accomplish the purpose of this study, the investigation wa directed toward
achieving the following specific objectives:
I. Describe customer satisfaction with Center service .
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nt fa2. De cribe the effectivene s of ervice deli ered through th
perceived by eu tomers.
3. Describe the overall outcome on cu tomers' bu ine ses as a re ult of the
services provided by the Center.
Methodology
Qualitative data were collected and analyzed ba ed on participant observations of
Center activities and in-depth semi-structured interviews with customers (N=21). A
structured interview schedule that was developed in conjunction with the research
questions was adhered to for all interviews as well as for engaging participants in probing
questions, which evolved during the interview process. The researcher attempted to
understand whether or not customers were satisfied with Center service and what factors
contributed to or detracted from satisfaction. Customers were also queried regarding
customer progre s toward attaining their goal as a result of Center assi tance and
changes in the customer" s business practices as a re ult of intervention from the Center.
Summary of Finding
Seventeen (80%) interviewees indicated that they were satisfied with the Centers
services while four (20%) replied that they were not satisfied with the services they
received from the Center. Customers indicated that reasons for satisfaction included the
following:
1. Customers experienced positive relationships with Center faculty and staff.
56
2. Center faculty and taff recommended alt mativ pr e for cu tamers.
3. Giving the customer alternative ources of information to help 01 e their
problem.
4. Customer being able to use Center facilities.
5. Customers being able to successfully start a busine s.
6. Center faculty and staff availability to answer customer questions.
7. The Center's overall effectiveness of communication skills.
8. Ease of communicating with Center director.
9. Ease of stating complaints to Center staff.
10. Center faculty and staff showed a high level of commitment to customers'
projects.
Customers indicated several reasons for dissatisfaction with Center services,
which included the foHowing:
1. Trivial answers given to questions asked by customers.
2. Lack of communication among Center staff members.
3. Customer did not receive requested information from the C nt r.
4. Customer was falsely led to believe that the Center would a 'ist him in
developing a value-added product.
S. Center failed to provide accurate information to the customer.
6. Center did not provide the customer with up-to-date information for the project.
7. Unprofessional and inappropriate communication with customer.
R. Shortage of adequate parking facilities at the Center,
9. Customers reported that the Center viewed their project as unimporrant because of
its small scope.
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10. Center faculty and taff neglecting to return eu tom rs phon call .
11. Lack of knowledge and expertise by the Center faculty and staff.
12. Failure to complete the customer s project by the Center.
The majority of customers tated that the Center wa effective in an wering their
questions and/or completing their project. The following list detail the theme related to
effectiveness:
1. The Center was effective in answering customers' questions and completing
projects.
2. Customers' expectations were met by the Center.
3. Most customers would consider returning for additional services from the Center.
4. The Center was effective in communicating with customers.
5. Center services were presented in a timely manner.
6. The Center was most helpful in delivering services in 10 categories.
Customers indicated several aspects of the Center's services that were related to
the overall impact it is having on the value-added products indu try. These impact were:
l. The Center is making a po itive impact on the community.
2. The Center has contributed Lo professional networks for it cu tomers.
3. The gap between academia and indu try has been successfully bridged by the
Center.
Marketing the Center was discussed as an area for improvement by interviewee.
The following is a list of major themes related to this area:
l. The Center is not marketing its services effectively to the general public.
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2. The majority of Oklahoman do not know about th ent r r th rvi
offered.
3. The Center is not fully utilized by potential customer.
4. Customers learned about the Center through word of mouth.
5. Only small facets of the value-added products industry are knowledgeable of the
Center.
Customers indicated several barriers that would potentially prevent them from
requesting additional services from the Center, which ranged from faculty members' lack
of time to work on projects because of other responsibilities to being intimidated by the
bureaucratic nature of the Center.
Customers indicated several different sources they would consider as alternatives
to the Center's services. Some of these sources included: The Oklahoma Department of
Agriculture, independent laboratories or other Universities.
Customers reported several factors they felt help to make a succe ful company.
Several of the indicators were the vision of the company; ati fied cu tomers; good
management personnel; and good employees.
Summary of Major Findings
The following is a summary of the findings of the study organized according to
the research questions presented in Chapter One.
1. Describe customer satisfaction with Center services.
Seventeen (80%) interviewees indicated that they were satisfied with the Centers
services while four (20%) replied that they were not satisfied with the services they
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received from the Center. The main attribute th t ntributed to Cll tom r ati faction or
dissatisfaction was that the Center performed the nece ary ta k to meet or exceed
customer expectations during the project period.
2. Determine the effectiveness of service delivered through the Center as
perceived by customers.
The majority of customers stated that the Center was effective in answering their
questions completing their project or both. This study identified several categories of
effectiveness. The most important attribute to effectiveness was whether or not the
customers' questions were answered or their projects were completed or both. Other
attributes included whether the customers' expectations were met, if they would return
for additional services, effectiveness of communication, timeliness of services, and what
the customer perceived as the most helpful aspect of their services.
3. Determine the overall outcome on customers' businesses as a result of the
services provided by the Center.
The Center is making an overall impact on the value-added product indu try in
Oklahoma. One of the stated goals of the Center was to help dev lop ucc sful value
added enterprises in Oklahoma; to bring the products; job and dollars back to Oklahoma.
Through the findings of this evaluation study, it is evident that the Center is successfully
accomplishing its mis ion. ew bu inesses are being started and jobs are being created;
therefore, improving the economy of Oklahoma. However, quantitatively determining the
impact of the Center was beyond the scope of this study and should be determined by
further cost-benefit analysis studies.
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Conclu ion
Examination and analysis of the major finding for each objective I d to the
following conclusions:
1. The Center is satisfying the majority of its customer . however, improvement
is needed in certain areas of its services before a higher percentage of it
customers will be satisfied.
2. Dissatisfaction was a result of the quality of interaction customer' received;
therefore, procedural changes would help to increase satisfaction.
3. The Center is effective in completing customer projects.
4. The Center is meeting its goal in making an impact on the value-added
products industry in Oklahoma.
5. There is a direct relationship between the overall effectiveness of the Center
and its customers being satisfied.
6. The Center's services have not been clearly communicated; therefore. C nter
facuIty and Center eu tamers have divergent expectations,
The 21 cu tomers interviewed were randoml.y selected from the population;
therefore, it is appropriate to generalize the results of this study back to the population of
Center customers that meet the same criteria as the customers that were interviewed.
Recommendations
The recommendations for this study were divided into the following categories to
illustrate a more lucid representation of their usefulness: recommendation for
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u tainment, recommendation for improvement, other ar
customer recommendations.
Recommendations for Sustainment
for con id (ali n nd
Based on the findings from this evaluation study it is recommended that the
Center continue the following practices, which contribute to and foster excellent
customer satisfaction:
1. Develop positive interpersonal relationships with customers.
2. Provide customers with a variety of means to olve their project problems that
incorporate both high and low cost alternatives.
3. Provide customers with alternative information sources for answering questions
when the Center is unable to satisfy customer requests.
4. Allow customers to have access to Center facilities for solving project problems.
5. Provide the necessary assistance for cu tomers to succe fully begin a new
business.
6. Effectively communicate with customers orally and in writing.
7. Form po itive, helpful relationships between the customer and the Center director.
8. Maintain high levels of commitment to customers' projects.
9. Exceed customer ' expectations.
10. Provide services that satisfy customers so they will return for additional service.
11. Aid customers in the development of new products and creation of new business
to improve the economy of Oklahoma.
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12. Provide cu tomer with acc to prof ional n twor' t am ti
busines practice.
13. Bridge the gap between academia and busines as indicated as a part of the
Center s purpose statement.
Recommendations for Improvement
Based on the findings from this study it is recommended that the Center adopt the
following practices in order to better serve customers, increase overall satisfaction,
efficiency, and impact of services. Categories for improvement fall under timelines,
professional communication, and quality of assistance provided.
1. Although only one customer indicated that trivial answers were given to his
questions. all answers to questions should be provided with the utmost accuracy
and substance.
2. The Center should provide complete information requested by cu tomers.
3. The Center hould practice honest and direct communication with customers to
avoid misleading cu tomers to believe that the development of a product is
possible. when in fact it i not.
4. The Center should avoid giving inaccurate iufOlmation.
5. The Center should provide customers with the highe t quality and most recent
information and technology available.
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6. The Center hould u e appropriate and prof< iona! ommunication ki with aU
customers, especially when dealing with sen itive infonnation such as the
termination of a project.
7. The Center should provide adequate parking for customers and vi itors.
~L The Center should treat all customers equally regardless of size or scope of the
project. All customers are an important aspect in making the Center successful;
therefore, all should be given the same dedication and quality of assistance with
their projects.
9. Center faculty/staff should return customer's phone calls within three business
days.
10. Center faculty/staff should seek out knowledge and expertise to assist cu tomers
with requested service. If the faculty/staff does not possess the knowledge
required to complete the project then they should refer the customer to an
appropriate source.
11. The Center should strive to provide customer with the all information needed to
complete their project.
13. The Center should eliminate all barriers to interaction.
Other Areas for Consideration
1. The Center should target the following sources that were indicated by customers
as alternatives to Center services in recruiting new customers:
a) Internet
b) Other Centers of Excellence
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c) Independent laboratorie
d) Oklahoma Department of Agriculture
e) Independent chemists
t) State associations
g) Private architects
h) The Kerr Center
i) Private marketing team
j) Industry opinion leaders
2. The Center should focus on marketing its services to the facets of value-added
products industry that are unaware of its existence. Customers indicated that the
grocery community, the food science community, participants involved in
research and development the food processing domain, and OSU Agriculture
alumni were knowledgeable of the Center' ervice; therefore, the Center should
focus on the facets that were not indicated by customers as knowledgeable
sources.
3. The Center should con ider emulating customer's perceptions of succe factor
to help increase atisfaction.
a) A good marketing strategy is in place.
b) The people involved in the company.
c) Owner or president of the company is able to wear several hats.
d) Owner or president can foresee possible growth areas and expand in those
areas.
e) Management can communicate with employees.
t) Management has e tablished a good working relation hip with employees.
g) Honesty is a top priority between management and employees.
h) Customers are satisfied.
i) Customers return for additional service.
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j) The company i providing the highe t quality rvi r b.i.gh t quali
product po sible.
k) Employees are dedicated.
I) The company is making an economic impact on the community.
m) The company s products or ervices are leading to profits.
n) The company employs good business practice.
0) The company has vision.
Customer Recommendations
The following is a list of recommendations sugge ted by customers during
interviews.
I. Center faculty/staff should become more self-initiating in seeking new customers.
2. All people involved in making decisions regarding a project should to be involved
with the project throughout the entire process.
3. The Center should provide more assistance with the process of marketing a product.
4. The Center should provide more direction with financial planning of a new bu ine
5. Given the academic confines of the Center more should be done to expo e the
faculty/staff to a conceptual understanding of business procedure .
6. A systematic flow of information should be developed between academia and
industry to increase opportunities for communication.
7. The Center should strengthen its public relation profile in term of educating the
public regarding services provided by implementing cu tomer recommendations.
a) Disseminate a flyer
b) Develop a working relationship with Career Technology Center to distribute
information
c) Display a booth at trade shows
d) Buy advertising space in trade publications
e) When a successful project is publicized ask the customer to recognize the
Center's assistance in making the project possible
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f) Publicize Center activitie through rna m dia chann Is new tori
g) Form relation hips with exten ion educators
h) Distribute information regarding the Center and it ervic at cooperatives
throughout the tate
i) Implement a public education program at state and county fairs
j) Create and disseminate a new letter de igned pecifically for cu tomers
k) Attend international trade shows for the purpo e of encouraging new
companies to locate in Oklahoma
Implications
The Center is a public institution that is paid for by taxpayers, run by academics,
serving the food and agricultural product industry in Oklahoma. This mixed culture poses
a major problem when focusing on serving people and striving for customer satisfaction.
The majority of faculty within the Center have a 70% research appointment. A
requirement of this type of appointment is to generate at least one to three publications
per year. This creates an environment with extreme pressure to publish, which in tum
play a detrimental role in allowing these people to be focused on service and cu tom r
satisfaction. It i almost as if they are playing a tug of war between serving the academic
profession or their customers in indu try.
With the pre ure to publish in mind faculty are more likely to concentrate
heavily on projects that have a greater potential for getting publi hed. Although it was not
reported in the findings because it was not one of the major re earch questions, it should
be noted that many of the cu tomers that were overwhelmingly satisfied with Center
services were high profile projects that created publishing opportunitie . The customer
that were di satisfied had what would be categorized a mundane projects and these
customers reported they were discounted for this reason.
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Thi environment of publi h or peri h i an inappropriate fit with what the Cent r
was commissioned to do. The highest level of customer ati faction is unachievable
under these conditions because all customers are not being treated equally do to the
desirability of their projects to people that are concerned with getting publi hed. So the
question remain whether or not the Center can accomplish what it was commi ioned to
carry out due to its academic ties. Should these academic tie be severed or simply
intertwined in a more effective manner?
In order for the Center to become more service and customer sati faction oriented
drastic changes will need to take place. The whole atmosphere will need to change. The
researcher suggests that the academic ties not be severed but redi tributed. The Director
of the Division of Agriculture Sciences and Natural Resources should recon ider these
appointment splits and reallocate funding to create a more appropriate fit for the Center'
mission and goals.
Most of the Center faculty appointments are made up of 70% re earch, 30%
extension, and zero percent teaching. This match of appointment i an inappropriate fit
with what the Center was commissioned to do. Maybe it should be taken into
consideration to reallocate these appointments. The reallocation that would make the
most sense would be to redistribute it to another part of the system that more specifically
deals with service and people. From the three entities that make up the Divi ion of
Agriculture Sciences and Natural Resources it would seem more appropriate for the
Center staff to be comprised of more extension appointments than research appointments.
This would allow the faculty to concentrate less on the worry of getting published and
more on what the Center was designed to do - help the people.
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Recommendation for Further R arch
The Oklahoma Food and Agricultural Product Re earch and Technology Center
was built in the mid-1990's, dedicated in late 1996, and staffed in 1997-98 (Hunt 1998).
As of May 1999, Center staff and faculty had completed 61 projects with Oklahoma food
processors since 1997 and had over 112 continuing projects (Annual Report, 1999).
Taking into consideration the relative infancy of the Center it is recommended that a
follow-up investigation mimicking this study be conducted in the near future to determine
the progress made in implementing the recommendations from this study.
According to Dobyns (1994) the Deming management system is about bringing
the customer into the system. He stated that the customer is brought into the system by
determining their wants and needs are and then putting these into bu iness operations for
improvement. From the results of this study Center customers' wants and needs have
been determined and it is recommended that these be filtered into the Center's ystem for
improvement of activities. After the implementation of thi recommendation further
research will be necessary to determine how effectively these were implemented.
Additional research could also be conducted to determine the impact that thi
implementation of wants and needs has had on the overall effectivenes of the Center.
One of the stated expectations of the Center is that assessment and evaluation
become a cultural practice, where every interaction with customers i reflected upon and
examined for improvement. With this in mind, another opportunity for further research
on this topic is the development of a methodological template for further evaluation
studies. The ideal situation would be to develop a cu tomer satisfaction survey from the
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results of this tudy to be admini tered to all ell tom r at th nd of th ir xperiene with
the Center.
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APPENDIX A: TIME SCHEDULE
Timetable
Project planning began fall 1999 with the development of interview instrument
in conjunction with Center personnel. Data was collected for the evaluation from January
to May 2000. Data was analyzed and adjustments made to collection procedur summer
2000. Final evaluation commenced fall 2000 and concluded December 2000. All data
was analyzed and a final thesis was submitted to Committee member January 2001.
Time Activity
Fall Establish partnerships with Center personnel and customer selected
1999 for the evaluation study. Work with Center personnel and customers to
develop pilot instruments for data collection.
Spring 2000 Begin pilot data collection and analysis.
Summer 2000 Analyze pilot data and modify instrument based on Center personnel
and customer input. Develop final in truments and data collection
procedures for evaluation study.
Fall 2000 Final data collection for evaluation tudy.
S rin 2001 Final data anal sis. Submit final re ort to Committee member.
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APPE OIX B: CO E T FORM
A study is being conducted by Oklahoma State Univer ity and commi ioned by the
Oklahoma Food and Agriculture Products Research and T chnology C mer. Thi tudy
is designed to determine customer sati faction efficiency of ervice , and overall
effectiveness of the Center.
1, , authorize Julie Bond and/or Kathleen Kelsey, to
conduct this oral interview.
I will be asked to participate in a one hour long interview to help the researchers
determine customer satisfaction, efficiency of services, and overall effectivenes of the
Center.
Individual interviews will not be identified and all individual responses will be strictly
confidential.
I understand that participation is voluntary and that I will not be penalized if I choose not
to participate. I also understand that I am free to withdraw my consent and end my
participation in this project at any time without penalty after I notify the project director.
I have read and fully understand the consent form. I sign it freely and voluntary.
Date:
-----------
Time: (a.m.lp.m.)
Signature: _
Should you have any questions. please contact:
Julie Bond Dr. Kathleen D. Kelsey
545B Agriculture Hall 466 Agriculture Hall
Stillwater, OK 74078 Stillwater, OK 74078
(405) 744-8084 (405) 744-8137
Email: bondja@okstate.edu Email: kelsevk@okstate.edu
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APPE DIXC: INTERVIEW SCHEDULE A
Begin the interview with (Merriam, 1998):
1. My motives and intentions for conducting the re earch and the interview.
2. The protection of respondents through confidentiality.
3. Deciding who had the final ay over the study's content.
4. Specifically and operationally define variables that I am trying to measure: Customer
Satisfaction, Effectiveness, and Quality.
5. Explain what is in this for the interviewee.
6. Ask for any questions before starting.
Questions
Customer Satisfaction:
A. How would you define customer satisfaction?
A. Were you satisfied with the services provided by the Center? Why or why not?
What were some of the positive incidents? What happened that you didn't like?
A. What were your expectations of the Center's services?
A. Were these expectations met?
B. If you described yourself as a satisfied customer would you consider returning for
additional services from the Center? If so, what types of services would you request?
B. If you were not satisfied with the Center's services what other alternative source
would you use to meet your needs? (K State, Iowa State, Texas A&M)
A. If you were not satisfied with the services that you received would you state your
complaints to staff members? Why or why not?
A. What are some possible situations that would increase your ati faction with the
Center?
Effectivenes :
B. Was the advice given by the Center effective in solving your problems?
A. What was the most helpful?
B. Did you receive information that was not helpful? (overkill)
B. Do you think that the Center could help meet your need in the future?
A. Were your needs met - efficiently, timely, effectively?
A. How can the Center assist you in regards to new product development?
Project management:
A. Do you feel that your project was managed effectively? - in terms of timeliness,
professionalism. and organization.
A. Did the Center give you alternative ways to solve your problem if the cost of the first
recommendation was too expensive? (were choices given not just one answer)
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Communication Skill
A. Do you feel that the Center was effective in communi arion - in t rm of written
reports, telephone calls, letters and any other po ible mean of interaction in thi
context?
A. Did staff re pond to your needs in a timely manner?
A. What type of relationship do you feel that you havelhad with the Center's taff?
(friendly, helpful, professional, etc.)
B. Were lines of communication left open for any questions that may come about in the
future?
A. Has there been any follow up? At what interval ? With any regularity?
Responsiveness to Changing Needs
A. If a change in your problem came about during the project how did the Center react?
B. Was the Center quick to respond to these changing needs?
A. How do you feel that the Center handled problems that arose during the intervention?
Quality:
A. How do you define quality services?
A. How would you describe the quality of the work that the Center provided for you?
What suggestions do you have for the Center to improve customer satisfaction,
effectiveness, communication, responsiveness, and quality?
Ask the interviewee to explain five positive incidents with the Center and then asking
them to describe five negative incidents with the Center.
Other que tions (Opinion, for future u e for Center)
A. What makes companies successful?
A. What makes your company ucces flIl?
B. Did you have a business plan before starting your company?
A. What are your training needs?
A. How can the Center a sist your company in meeting these need?
*A= question to be asked in all interviews.
*B= 4uestions to be asked if related to pecific interviewee's project.
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APPE DIX D: FINAL INTERVIEW HED LE
Begin the interview with (Merriam, 1998):
1. My motives and intention for conducting the re earch and the interview.
2. The protection of respondents through confidentiality. (Can ent Form)
3. Deciding who had the final say over the study s content.
4. Specifically and operationally define variables that I am trying to mea ure: Customer
Satisfaction, Effectiveness, and Quality.
5. Explain what is in this for the interviewee. (hnproved ervices from C nter in future)
6. Ask for any questions before starting.
•:. Some of the questions may not apply to the experiences that your business has had
with the Center, if a question does not apply please inform me. I have to ask all
questions so that all of the interviews that I conduct will be uniform.
Question
Customer Satisfaction:
(J How would you define customer satisfaction?
(J Were you satisfied with the services provided by the Center? Why or why not?
What were some of the positive incidents? What happened that you didn't like?
(J What were your expectations of the Center's services?
(J Were these expectations met?
(J Would you consider returning to the Center for additional services? If so, what types
of services would you request?
(J What are other possible resources you could use in place of the services provided to
you by the Center? (K State, Iowa State, Texas A&M)
(J If you were not satisfied with the services that you received would you tate your
complaints to staff members? Would you feel restrained in stating thes complaints?
(J Are there any possible situations that would increase your sati faction with the
Center?
(J Was cost a factor in chao ing to use the Center' service or not?
(J Do you feel that your interactions with the Center have cau ed you to become more
customer focused in your own business interactions. Why or why not?
o Do you feel that the assistance received from the Center has caused you to look at the
way that you conduct your own busine s operation ? Do you think that this has
challenged you to continuously improve your products/services?
Effectiveness:
(J Was the advice given by the Center effective in solving your problem (completing
your project)? If so, could this be equated to a pecific result or improvement in your
business?
(J What was the most helpful?
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Did you receive information that was not h lpful? (0 rkill)
o How can the Center assi t you in regard to new product d velopment?
Project management:
o Do you feel that your project was managed effectively? - in term of timeJine ,
professionalism, and organization.
o Do you feel that the Center saw your projectJproblem as significant? (Were they
interested/vested in it no matter how small or large it was?)
o Did the Center give you alternative ways to solve your problem if the co t of the first
recommendation was too expensive? (were choices given not just one answer)
Communication Skills
o Do you feel that the Center was effective in communication - in tenn of written
reports, telephone calls, letters and any other possible means of interaction in this
context?
o What type of relationship do you feel that you havelhad with the Center's staff?
(friendly, helpful, professional, etc.)
o Were lines of communication left open for any questions that may come about in the
future?
o Has there been any follow up? At what intervals? With any regularity?
Responsiveness to changing needs
o How did the Center react to changes in your project?
o Were they quick to respond to these changing needs?
o How do you feel that they handled these problems?
Quality:
o How do you define quality services?
o How would you describe the quality of the work that was provided to you?
o How did you find out about the Center?
o Do you think that the Center markets itself well? (general awareness that it i
available)
Wish list:
o If you had a wish list for your business, what would it include and how could the
Center help you in achieving this?
Do you have any other suggestions for the Center to help them improve customer
satisfaction, effectiveness, communication, responsi.veness, and quality?
Other questions (Opinion, for future use for Center)
o What makes companies successful?
o What makes your company successful?
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o Did you ha e a bu ine plan before tarting y ur company
o What are your training need ?
o How can the Center assi t your company in meeting th need?
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APPE DIX E: CODE LIST DEVELOPED FOR DAT LY I
1. Accuracy of information provided
2. Additional ervices would reque t
3. Additional suggested interviewees
4. Alliances
5. Alternative contacts
6. Alternative processes
7. Alternative services
8. Barriers to Interaction
9. Bridging A&B - terminology
10. Bridging academia & business
11. Business plan?
12. Center's commitment to project
13. Center caused look @ bus
operations?
14. Center caused to become cu
focused?
15. Center caused to continuously
improve products & services.
16. Center mission
17. College issues
18. Communication-effectiveness
19. Communication - lines left open
20. Communication - types
21. Communication with Center
22. Concerns
23. Contacts within Center
24. Cost a factor?
25. Credibility
16. Customer problems
27. Define CS
28. Define quality ervice
29. Dissatisfaction
30. Effectiveness of Center
31. Efficiency
32. Expectations met?
33. Expectations or Center
34. Facility comments
35. Fears
36. Follow up
37. friendly
38. How learned about Center
39. Increase satisfaction
40. Internal communication
41. Knowledge - lack of u e
80
42. Knowledge of C nter
43. Knowledge of Center & rvices
44. Lack of knowledge
45. Marketing ugge tion
46. Marketing the C nter
47. Mo t helpful
48. Negative comments
49. Negative experiences
50. New product development
51. Organization of Center
52. Overkill
53. Payback for Center Services
54. Positive comments
55. Positive incidents
56. Process
57. Professional networks
58. Professionalism
59. Quality of services
60. Reason for choosing Center
61. Reasons for not knowing about
Center
62. Reciprocating circle
63. Relationship with Center
64. Respon e to change in project
65. Return for additional ervice?
66. Shortcoming
67. Small = unimportant
68. Specific re ult
69. Staffing pr blems
70. Stating complaints
71. Suggestion /Recommendations
72. Timeliness
73. Training needs of industry
74. Treat customer different because of
Center
75. Were you satisfied?
76. What makes a company succes ful?
77. What makes your company
successful?
78. Who knows about Center
79. Wish list
80. Wi. h list -Center helped to
accomplish?
81. Wrong information/misleading
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